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1985 Instructor, Department of Marketing, Fuqua School of Business, Duke
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TEACHING EXPERIENCE

Courses taught at the undergraduate level include marketing research, integrated marketing
communications, advertising strategy, marketing strategy, and consumer behavior. At the MBA
level, courses include consumer behavior, marketing research, and category management.
Consumer behavior, experimental design, and marketing strategy taught at the PhD level. At the
Executive Level, Professor Howlett has experience teaching classes in brand positioning.
Teaching skills include the use of ACNielsen and IRI data in the classroom.

RESEARCH GRANTS AND AWARDS

* USDA National Institute of Food and Agriculture, Agriculture and Food Research
Initiative Competitive Grants Program: Co-Principal Investigator/ Co-Project Director,
2011-2014, Grant #2011-68001-30014
Award amount: $4,776,312.

RESEARCH INTERESTS

Professor Howlett explores how consumers’ choice behaviors impact their health and welfare. A
substantial portion of her research has focused on how the disclosure of nutrition information on
package labels, in advertising, and on restaurant menus affects product evaluations and purchase
behaviors. Other research issues of interest include sustainability, tobacco use, and consumer
response to false claims. In addition, Professor Howlett has recently initiated a stream of research
to examine consumer behavior within the context of financial decision-making. Her overall
research objective is to continue to produce findings that have significant implications for public
policy, especially within the context of consumer health and welfare.
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